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Marketing Green Energy:
Lessons Learned



Green Mountain Energy Today

• Largest provider of cleaner energy to U.S.
homes – over 500,000 customers

• Six states and growing
• Building new renewable electricity sources

based on real consumer demand
• Proven execution capabilities
• Strong investor/partner backing
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Our Mission and Goal

“Change the way electricity is made,
providing cleaner air from less polluting

generation”

Goal: 1000 MW of new renewable
generation
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Four Years Young!

• New Hampshire & Massachusetts Pilot
• Early entrant in California
• Successful entry into Pennsylvania
• Important presence in New Jersey,

Connecticut
• Largest aggregation to-date in Ohio
• Exciting launch in Texas
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Lesson One . . .
“Tens of millions of American families
are very interested in cleaner
electricity, even at a premium price.”
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•Syndicated research continues to show
significant interest
•Green Mountain research confirms specific
purchase intent
•In market interest is growing
•Public awareness is growing



Lesson Two . . .

However, “If you build (or offer) it, they
don’t automatically come”

“It’s all about marketing and sales”
– Formulation & Positioning
– Targeting
– Communication
– Sales
– Life-long commitment to Service
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Lesson Three . . .

“Green and Clean Energy is not enough”

– Awareness and Credibility
– Education and access
– World Class customer care
– Innovation and Information
– Value (not Price)
– Real, Tangible, Local Impact
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Lesson Four . . .

“Execute, Execute, Execute”

– Cleaner Electricity sourcing, including hedging,
shaping, delivery, reconciliation and Risk
management

– World Class Customer Care, including billing,
collection and rapid problem resolution

– Aggressive and disciplined marketing and sales
– Local focus – Community, Regulators, Suppliers
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Lesson Five . . .

“Position Globally, Think Locally
and Adapt Quickly”

Three paths to successful Green
Marketing. . .
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Direct Access Markets:

• Markets with commitment to
competition and choice

• Classical direct marketing and
sales approach

• Pennsylvania, Texas
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Aggregation Opportunities:

• Groups and communities seeking
better alternatives

• Custom product and service
offering
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Partnerships with Traditional Utilities:

• Markets where competition and choice is not
expected in the near term (IOUs, Munis and
Co-Ops)

• Satisfy consumer and community demand for
cleaner energy choices with a turn-key,
branded marketing and sales effort

• Joint ventured/licensed effort with
incumbents
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Green Mountain Energy Company

“Changing the way electricity is
made, providing cleaner air from

less polluting generation.”
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